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This national research report presents the findings of a literature review and
an online survey conducted as part of the YEE-HUB project, aimed at exploring
the attitudes of young entrepreneurs towards ecological practices. The first
task of this project focuses on gathering insights into how ecological
awareness shapes the actions of young business owners, particularly in
relation to their roles as entrepreneurs, consumers, family members, and
community participants. Furthermore, the study seeks to understand the
knowledge, awareness, and perceptions of ecology within these groups.

The diagnosis was carried out in two key stages. Step one involved a detailed
analysis of existing research on the attitudes of entrepreneurs—especially
millennials and Generation Z—towards ecology. This review provided a
foundation for identifying trends and gaps in pro-ecological behaviours among
young business leaders.

Step two involved conducting an online survey to collect primary data on the
ecological attitudes of young entrepreneurs born between 1990 and 2004. The
survey assessed the consistency of their pro-environmental behaviours across
different life roles, as well as the key factors enabling or hindering the adoption
of sustainable business practices.

The research was conducted across five partner countries: Poland, Turkey,
Germany, ltaly, and Spain. This report refers to specifically to the research
conducted in Italy.

This report consolidates the results of both steps, offering valuable
conclusions and recommendations for promoting ecological behaviours
among the youngest generation of entrepreneurs. The insights gained will
contribute to the selection of character criteria for the ideal eco-entrepreneur.

METHODOLOGY

The field research methodology for this project involved a comprehensive
analysis of eight studies or reports on the pro-ecological behaviour of
entrepreneurs in the respective country. These reports, published between
2004 and 2024, were reviewed with a focus on correlating national data with
broader European and global trends.

The literature review was guided by several key aspects:

> Entrepreneurs' behaviours in the ecological context
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> Factors positively or negatively influencing pro-ecological behaviour

» Pro-ecological behaviours as customers and citizens

> The level of knowledge and awareness about the impact of business on
the natural environment

> Challenges faced by companies in implementing pro-ecological activities

> Market and legal conditions affecting the adoption of sustainable
practices

> Examples of successful pro-ecological activities that led to financial
benefits

» Other relevant insights and findings

This approach allowed for a thorough understanding of the current state of
pro-ecological entrepreneurship and the identification of key factors
supporting or hindering sustainable business practices.

RESULTS

The desk research conducted by MVNGO staff presents key insights on the
behaviors, influences, challenges, and market conditions that shape Italy's
entrepreneurial landscape in the ecological context, based on various sources
examining pro-ecological entrepreneurship.

Entrepreneurial Behavior in Ecological Context

Italian entrepreneurs show a growing commitment to sustainable practices,
motivated by consumer demand, economic benefits, and societal pressures.
Key sectors like green technology, circular economy, and eco-innovation are
focal points, with businesses adapting to the global sustainability movement.
For instance, initiatives like Contamination Labs foster interdisciplinary
collaboration and knowledge exchange that inspire eco-friendly innovations in
smart technology, bio-economy, and cultural industries.

Influencing Factors for Pro-Ecological Behavior
Positive Influences:

o Market Demand & Consumer Pressure: The shift toward eco-friendly
products, especially among younger generations, encourages
sustainable business practices.
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o Collaborative Ecosystems: Partnerships across public, private, and
educational sectors provide vital support and inspiration for pro-
ecological initiatives

o Government Initiatives: Policies like Italy's National Recovery and
Resilience Plan (PNRR) and alignment with the EU Green Deal reinforce
the sustainability agenda.

Negative Influences:

o High Initial Costs & Financial Constraints: Small and medium-sized
enterprises (SMEs) often struggle with the upfront costs of green
technologies, limiting adoption.

o Regulatory Complexity: Entrepreneurs face bureaucratic hurdles,
inconsistent regulations, and fluctuating environmental policies, which
can hinder long-term sustainability investments.

Behavior of Customers and Citizens in Pro-Ecological Context

Consumers in ltaly, particularly Gen Z and millennials, increasingly prioritize
sustainability in their purchasing decisions. Many are willing to pay more for
eco-friendly products and expect companies to offer transparency about their
environmental practices. Initiatives like "Eco-Generation" reflect a broader
trend of youth engagement, aiming to instill pro-ecological values among
students through hands-on activities like beach cleanups and sustainability
training.

Knowledge and Awareness of Environmental Impact

Italian businesses are becoming more aware of their environmental footprint,
influenced by global sustainability goals such as the UN’s 2030 Agenda.
Despite this, there are knowledge gaps, especially in implementing sustainable
practices effectively, which many entrepreneurs seek to bridge through
education and training.

Challenges in Implementing Pro-Ecological Activities

e Economic and Market Pressures: Rising energy consumption and
limited renewable energy availability create challenges for companies
attempting to reduce emissions and reliance on fossil fuels.
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o Lack of Green Infrastructure and Support: SMEs particularly face a
scarcity of sustainable infrastructure and financial incentives, impeding
broader green adoption.

Market and Legal Conditions Affecting Pro-Ecological Activities

Market demand for eco-friendly products continues to rise, reinforcing the
need for sustainable practices. However, legal complexities and inadequate
incentives remain barriers. Businesses seek simplified regulatory frameworks
and more robust financial support to ease their transition to greener models.
The EU Green Deal and other regional policies are pivotal in shaping these
efforts, though more localized support could enhance progress.

Good Practices and Examples of Financially Beneficial Pro-Ecological
Activities

Some lItalian companies, like Enel Green Power and Caviro Extra SpA, have
successfully integrated sustainable practices, achieving both financial gains
and environmental benefits. These organizations employ circular economy
practices, green technologies, and strategic alliances to increase profitability
and market competitiveness. Their successes exemplify how eco-innovation
can align with business growth, especially in sectors like renewable energy and
sustainable materials.

Conclusion

Italy's pro-ecological entrepreneurial landscape is characterized by increased
awareness and efforts toward sustainable practices, though challenges like
high initial costs, regulatory burdens, and limited financial support remain.
Market demand and collaborative ecosystems are driving factors, and further
support from government policies and financial incentives could enhance
Italy’s transition to a green economy.

METHODOLOGY

The environmental attitude survey was conducted among young entrepreneurs
born between 1990 and 2004. This anonymous survey was designed to gather
insights into their attitudes toward climate change, its impact and the
ecological actions undertaken.
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The questionnaire was divided into five sections:

Respondent Profile

Business Data

Personal Shopping Preferences
Citizenship Behaviour

Knowledge & Learning Preferences

v h WIN —

The survey consisted of 35 open and closed questions, providing both
gualitative and quantitative data on the respondents’ environmental attitudes
and behaviours of young people.

The online survey in ITALY was conducted between September and October
2024, with a total of 51 participants. The data collected were analysed
collectively.

RESULTS
A. RESPONDENT PROFILE

Gender
51 responses

® male
® Female

Prefer not to say
@ i don't know
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Place of residence
51 responses

@ Large city (over 600 000 inhabitants)

@ Medium city (150 000 — 599 000
inhabitants)

@ Small city (60 000 — 150 000
inhabitants)

@ Rural area

Age

51 responses

©® 18-24
® 25-30
© 31440
® 41-50
@ 51-60
@ Over 60

| have run my own business (I have been self-employed)
51 responses

® Yes
® No

(if you answered 'yes' to the previous question)

How long have you been self-employed?
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13 responses
2,5 years

5 years

16 years

4 years

3y

Less than 1 year
2 year

6-7 years
few months
10 years

40 years

Yes. | have been self-employed for about three years.

| employ staff
51 responses

@ yes
® No

(if you answered 'yes' to the previous question)
How many employees do you have?

8 responses



- Co-funded by the
“}, European Union

15

40

15

3-4

10

20 employees
30 employees

| have seven employees.

What is the profile of your business?
51 responses

Sales 14 (27.5%)

Services 24 (47.1%)
Production 13 (25.5%)
1(2%)
Design 1(2%)
Huikakow 1(2%)

| do not have a business

Human resources

10
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What is your competitive advantage? Why do your clients buy from you and not your competitors?

51 responses

| offer a lower price

| offer higher quality

| offer quicker delivery

| guarantee a better quality o...
My company cares about su...
| offer better value for money
Our suppliers are exclusively...
My company guarantees aft...
| have unique services/produ...
| am more flexible than my c...
| have a personal relationshi...
My company has a stronger...
| have a personal brand that...

12 (23.5%)
15 (29.4%)
6 (11.8%)
15 (29.4%)
10 (19.6%)
7 (13.7%)
3 (5.9%)
4 (7.8%)
6 (11.8%)
11 (21.6%)
10 (19.6%)
9 (17.6%)
2 (3.9%)
5 10 15

11
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When planning your business activities, what do you intend to invest in over the next 6 months?

51 responses

20 (39.2%)
18 (35.3%)

Advertising/promotion

New products/services
Innovative solutions to improve...
Activities related to the material... 2 (3.9%)
Implementing solutions to redu... 3 (5.9%)
Implementing water-saving sol...
Implementing energy-saving so...
Actions to support your and yo...
Purchase of new equipment (c...
Don't know yet

| am not going to invest

11 (21.6%)

6 (11.8%)
6 (11.8%)

10 (19.6%)
5 (9.8%)

2 (3.9%)

How do you select service/technology/solution/product suppliers for your business?
51 responses

Good reviews of the supplier o... 15 (29.4%)
Personal relationship with the s...
Lowest price

Recommendation from a perso...
Attractive price of the service/p...
Quality of the service/product o...
Flexibility in cooperation
Convenient forms of financing t...
Environmental care and sustai...
Parameter compliance of purch...
Length of time the company ha...

11(21.6%)

7 (13.7%)

13 (25.5%)

13 (25.5%)

17 (33.3%)
11 (21.6%)

8 (15.7%)

10 (19.6%)

6 (11.8%)

What pro-social or pro-environmental action undertaken by you so far are you most proud of?

51 responses

6 7 (157%)

4 3 (5.9%)

21 29%)] Bl (2015400 (130 (3RS 2% 1] (A3 (A SR A A A A (20

"l promoted remote... Creating a new line... Installation of solar...  Shift to ecological...  eco frindly product... social...
As a young entrepr... I'm most proud of I... Recycling Waste management many projects in th...

12
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Would you like to invest in an existing social project? Or would you like to create your own social

project to make your company's resources more efficient and useful?
51 responses

@ | would like to invest in an existing social
project

@ | would like to create my own social
project.

@ 1 don't want to invest in any social
projects.

@ | don't know yet.

When after establishing your business would you consider investing in social projects?

51 responses
@ Since the beginning
9.8% @ When | achieve financial freedom and
have the resources to invest in non-bu...
@ When regulations will oblige me to do...
9.8% A @ When my clients will start to expect it.

@ When | come across a project that will...
@ When | come across a project that is i...
@ When | pay off loans, leases and debts.
29.4% @ | don't know when.

@ | am not going to invest in social proje...

What kind of social projects is your company investing in or would like to invest in in the near

future?
51 responses

Dedicated to children 9 (17.6%)

Dedicated to people in need 9 (17.6%)
Dedicated to animals 14 (27.5%)
Dedicated to culture 3 (5.9%)
Dedicated to ecology 18 (35.3%)
My company does not invest in... 16 (31.4%)

Sports 1(2%)

13
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What environmental regulations do you know that apply to your business?
51 responses

6 (1’8%) 5(9.8%)

2 (3.9%) 2 (3.9%) 2 (3.9%)

1 (@2%)) B (@AAADAL] (AUADUDULUADALAUDU2%)] | (AL A DULDULA AL DULU AU AA2Y

As a sales business...  Enviornmental code... | don’t know them Recycled products green transportation...
Don’t know any First, we follow wast... Metal waste collectio... Waste management... riciclare

Do you have an eco-strategy at your company? Do you have regulations specifying how the

company cares for the environment?
51 responses

® Yes
® No

14
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(if you answered 'yes' to the previous question) How do your employees update their knowledge of
the strategy?

19 responses

3 F
3 (1518%)
2
1(5.3%]1 (5.3% (5.3%!1 (5.3%!1 (5.3%1) (5.3%1 (5.3%!1 (5.3%1) (5.3%1 (5.3%1 (5.3%) 1(5.3%]1 (5.3%1 (5.3% (5.3%1 (5.3%
1
0
Employees update their... Organised trainings Webinars eco-awareness seminars usin...

Mail Recycle paper and cup Yes. Our eco-strategy in... monthly newsletter

Determine on the scale below, to what extent you care about the positive impact on the environment
in your company.
51 responses

15
14 (27.5%) 14 (27.5%) 14 (27.5%)

10

4 (7.8%)

15
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Does your company communicate to its customers that it operates in an environmentally friendly
way?
51 responses

@ Yes
® No

To what extent has the implementation of eco-friendly activities contributed to your company's

profits?
51 responses

@ Definitely contributed

9.8% @ Contributed
@ Rather contributed
19.6% . .
11.8% @ Did not have any impact at all
@ Rather not contributed

@ Did not contribute
@ Definitely not contributed
@ Not applicable to my company

“ 19.6%

16



Select those environmentally friendly actions you take as a company.
51 responses

We reduce the use of water...
We reduce energy consumpt...
We reduce the amount of wa...
We implemented an electron...
We limit the number of printo...

We send all customer docu...

We use reusable packaging
We buy from suppliers that p...
We segregate our rubbish

We use green transport for t...

When buying company equi...

We do not carry out environ...
partial usage of recycled pla...

The company operates fully...

Use of recycled materials in...

9 (17.6%)

10 (19.6%)

12 (23.5%)

13 (25.5%)
)

6 (11.8%)

In order to implement additional eco-friendly actions, my company needs...
51 responses

More time 13 (25.5%)
Grants, subsidies, and refunds...
Clear customer expectations in... 7 (13.7%)
Legislation obliging my compan... 7 (13.7%)
Greater financial profitability of... 12 (23.5%)

| don't need anything else - | a...

I don't know what could help m... 7 (13.7%)

19 (37.3%)

Co-funded by the
European Union

20 (39.2%)

23 (45.1%)

25

21 (41.2%)

25

17
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To what extent do you think the environmental activities of entrepreneurs like you can make a real

difference to the environment and reduce negative ...anet, over-consumption of natural resources, etc.?
51 responses

@ Definitely, they can make a difference to
the environment

@ They can make a difference to the
environment

@ Rather, they can make a difference to
the environment

@ | have no opinion

@ Rather, they cannot make a difference...
@ They cannot improve the environment...
@ Definitely, they cannot improve the en...

64

C. PERSONAL SHOPPING PREFERENCES

I do my grocery shopping (for my household)

51 responses

@ With a shopping list prepared in
advance

@ Spontaneously

@ | ask others to do it

@ | buy what | need regularly

¢

When going grocery shopping

51 responses

15 (29.4%)

| choose big supermarkets whe...
| take a reusable bag with me 20 (39.2%)

| choose local shops run by sm... 8 (15.7%)

| buy only what | need 20 (39.2%)
| buy more to stock up justinc...
| buy what | currently feel like.

| follow a set route in the shop,...
| choose larger packs of produc...

)

| pay attention to expiry/use-by...

18
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When choosing products, | pay attention to ...
51 responses

Quality

Price

How they were produced

The number of positive onlin...
Whether they are ecologicall...
Value for money

Product brand - | have my p...
Special offers available

The ability to tailor the produ...
Does the company have a s...
Their composition - do they...
Whether the company anno...
Recommendation from relati...

29 (56.9%)
23 (45.1%)
12 (23.5%)

3 (5.9%)

5 (9.8%)
18 (35.3%)
12 (23.5%)
11 (21.6%)

3 (5.9%)
1 (2%)
10 (19.6%)
2 (3.9%)
7 (13.7%)

0 10 20 30

I usually buy everyday items, clothes, electronics, etc. (not including food)
51 responses

@ |n a stationary shop
@ In an online shop

@ In an online shop that has a stationary
shop

@ | have no preference

When deciding to buy clothes, | choose primarily by paying attention to:
51 responses

High quality 25 (49%)
High durability 24 (47.1%)
Natural origin of the materials u... 14 (27.5%)
Low price 13 (25.5%)

Trendy cut

Favourite colour

Comfortable wearing

Fast delivery

Easy to return

Delivery free of charge

Whether the company cares ab...

22 (43.1%)
2 (3.9%)
2 (3.9%)

6 (11.8%)
0 5 10 15 20 25

19
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D. CITIZENSHIP BEHAVIOUR

| invest my private funds in environmental activities. (For example: you financially support
pro-ecological organisations, such as Green Peace ... remotely adopt animals of endangered species).

51 responses
@ Never
@ Monthly
@ Quarterly
@ Half-yearly
____— @ Once a year

@ Less than once a year

@ | pay a monthly contribution to support
an environmental organization

As a citizen, | take the following environmentally friendly actions:
51 responses

8 (157%)

4 (7.8%)
4 3(5.9%)

21 (29)] K (oAU H NN N NN LRI (DN EH NN N N AN NN NN

As a citizen, | practic... Buy second-hand clo... |try to reduce the us... Use less water, sepa... recycling, compostin...
As a citizen, | practic... | segregate waste an... Recycling, reduse w... conserving energy, p... run a compan...

20
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Do you point out to other people that they should take care of the environment with their behaviour?

(e.g. dispose of waste in appropriate containers, don't leave rubbish in the forest/park).
51 responses

@ | don'tinterfere in the other's affairs
@ Rather reluctantly

@ Only when | have to

@ In any situation | witness

@ When | consider the violation to be
gross

What eco-friendly initiative can you suggest for implementation in your country?
51 responses

10.0
7469
. 9 (1746%)
5.0
3 (5.9%)
2 (3.9%) 2(3.9%)

1 (A2 %) ) (CPAALAALAAALNENANDNLNEALANLAAN YY) (AL NEANEADANDNENLNAAAUALN2 %)) (A2

0.0
| suggest implementi... Comprehensive recy... Initiatives to stop the... Supporting local sup... less high consumisti...
| dont know Recycling better recycling syst... segregating tr...

E. KNOWLEDGE & LEARNING PREFERENCES

What percentage of all companies in Europe are SMEs?
51 responses

® 12%
® 34%
O 57%
® 76%
@ 99%

21
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Do you think your company has a negative impact on the environment?
51 responses

@ Definitely yes
® Yes

11.8% @ Rather yes
- @ Difficult to say
: @ Rather not
® No
o @ Definitely not

What percentage of industrial pollution in Europe are SMEs responsible for?
51 responses

® 2-3%
® 17-25%
© 50-70%

What is the main source from which you draw your knowledge about running a business?
51 responses

Magazines 7 (13.7%)
Books 13 (25.5%)
Conversations with others 6 (11.8%)
vV 9 (17.6%)
Internet 26 (51%)
Webinars 15 (29.4%)

Courses/training
Business meetings 9 (17.6%)
Coach/mentor support 8 (15.7%)
Field studies 7 (13.7%)
Thematic podcasts

14 (27.5%)

22
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From which sources do you draw your knowledge of the factors affecting environmental pollution?
51 responses

| am not interested in such kno...
Magazines

Books

Conversations with others

2 (3.9%)

10 (19.6%)
15 (29.4%)
10 (19.6%)

TV 16 (31.4%)
Internet 28 (54.9%)
Webinars 5(9.8%)
Courses/training 6 (11.8%)
Business meetings 7 (13.7%)
Coach/mentor support

Field studies
Thematic podcasts

1(2%)

8 (15.7%)

How do you verify the quality of the sources from which you draw your knowledge?*

51 responses

| check their popularity 6 (11.8%)

I rely on reviews on the internet 12 (23.5%)

| consult people | trust 14 (27.5%)

| look for confirmation from other
sources

| don't check the quality of
sources

31 (60.8%)

How do you most enjoy learning?
51 responses

® Alone
@ With a lecturer/teacher/mentor

@ At your own convenience
@ At predetermined times

@ Systematically in a structured way
(coursesl/training, etc.)

23
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How long should the most convenient learning videos last?

51 responses
@ Up to 2 minutes
11.8% @ 2-5 minutes
@ 5-8 minutes
@ 8-10 minutes
@ Over 10 minutes

Who do you think should be primarily responsible for environmental action?
51 responses

@ The national government
@ European Union institutions
@ Entrepreneurs in the SME sector
@ Corporations
‘ @ Citizens
' ® All of us
@ It doesn't matter who because nothing

can be done anyway and change is
irreversible.

What kind of risks can be caused to the environment by negligence of environmental measures?
51 responses

Global droughts 30 (58.8%)

Intense winds, hurricanes
destroying crops
Limitation of drinking water
access

25 (49%)

29 (56.9%)

Melting glaciers 38 (74.5%)

Limitation of food access 32 (62.7%)

Decline in animal and plant

. 31 (60.8%)
species

24
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Thank you for your participation and your time! Is it okay if we contact you about this project
to inform you of free training sessions on eco-entrepreneurship? If so, please provide your
e-mail address below.

14 answers

For data protection and confidentiality reasons the email address does not appear in the
results.

ThE survey of young entrepreneurs provides insights into the environmental attitudes,
behaviors, and values that define eco-entrepreneurs in Italy.

1. Environmental Behavior Among Young Entrepreneurs

e Eco-Strategy Awareness: Around 60% of respondents have an eco-strategy,
incorporating environmental considerations into business activities, with methods like
recycling, energy reduction, and waste minimization.

e Primary Actions: Actions include reducing plastic use, utilizing recycled materials,
choosing sustainable suppliers, and promoting eco-conscious customer interactions.

e Impact of Eco-Friendly Activities: Approximately 50% perceive that eco-friendly
actions positively influence profitability, though a sizable group feels that the effects
are minimal or hard to measure.

2. Motivations and Challenges

e Investing in Green Initiatives: Many entrepreneurs prioritize long-term value and
corporate responsibility. Challenges include financial constraints and market-driven
pressures, leading 41% to seek grants or subsidies to facilitate sustainable
transformations.

e Future Investments: The majority plan to invest in innovative solutions and eco-
friendly technologies, emphasizing new products and services over direct
environmental projects.

3. Ideal Eco-Entrepreneur Traits

e Values and Competitiveness: The ideal eco-entrepreneur combines values like
sustainability and quality with business-savvy practices such as competitive pricing,
flexibility, and high-quality service.

25
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o Customer-Centric Approaches: There is an emphasis on nurturing personal
relationships with customers, maintaining a brand image associated with
environmental responsibility, and establishing trust.

e Education and Awareness: The ideal eco-entrepreneur demonstrates awareness of
environmental regulations, educates employees about sustainability practices, and
encourages eco-conscious behaviors in daily operations.

4. Citizen and Consumer Attitudes

e Pro-Social Actions: Respondents are personally committed to eco-friendly actions,
such as waste segregation, recycling, and responsible purchasing.

e Market Influence: Many young entrepreneurs recognize the growing consumer
demand for eco-friendly products and view their companies as part of a broader
movement toward environmental consciousness.

This survey highlights a trend of young Italian entrepreneurs viewing eco-entrepreneurship
not only as a market advantage but as a moral obligation, albeit with challenges in balancing
environmental goals and business viability. The ideal eco-entrepreneur is a proactive, values-
driven individual who prioritizes both environmental impact and customer relations in their
business model.

26
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